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Abstract

This article aims to develop the entrepreneurial imaginativeness model (creative imaginativeness, social
imaginativeness, practical imaginativeness) towards new product development performance with the
antecedent of experience intensity. The respondents of this study are the 220 leaders of the Batik Micro
Small and Medium Enterprises. The analysis technique in this study uses Structural Equation Modeling
using AMOS software. The finding of this study is the main priority of entrepreneurial imaginativeness
model development towards new product development performance by increasing creative
imaginativeness, with indicators as follows: (1) I consider myself to be inventive; (2) | consider myself to
be innovative; (3) | demonstrate originality in my work; and (4) | like to create original work. Creative
imaginativeness is developed by experience intensity with the indicators as follows: (1) Business
management; (2) Handling consumer complaints; (3) Good relations with outside parties; and (4)
Handling dynamics.

Keywords: Experience Intensity, Creative Imaginativeness, Social Imaginativeness, Practical Imaginativeness,
New Product Development Performance
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. INTRODUCTION

The most fundamental organizational assets
are human resources, while substantive human
qualities are entrepreneurship [1].
Entrepreneurship theory stated that development
is a historical process of structural change that is
substantially driven by innovation [2]. The idea
is a foundation for the company to produce new
products or services, new business models, new
processes, and bring organizational change or
strategic change in general [3]. With imagination,
entrepreneurs can create new ideas [4], [5].
Which provides entrepreneurial reactions and
investment opportunities for new business [6].

Imagination is related to the ability to make
mental images about things that might not exist
in real life that cannot be observed and not
measurable [7]. Imagination is not limited to
visualization and the pure mental state that
provides its equivalent; conversely, imagination
includes human involvement with various
external objects and events [8]. Imaginativeness
facilitates  creative  creation by letting
entrepreneurs imagine what could happen. This
form of imaginativeness is used for creativity [9],
innovation [9]; [3], new product development
[11], [12] or production ideas [13].

The limitations of the study of entrepreneurial
imaginativeness illustrate that most
entrepreneurial action models treat imagination
as an important but latent construction that is
rarely defined, far less measured. Imagination is
rarely examined, much less defined or measured
by researchers. Then, the study of antecedents
and the consequences of imaginativeness are
needed [14], [15] stated that the new product
domain of mental image has become an
important cognitive tool for consumers to learn
about the benefits of new products, as
visualization often goes beyond traditional
retrospective views and take anticipatory
perspective (i.e. encourage consumers to look
forward and draw mental pictures of new uses in
the future). Very little attention has been directed
to understand imagination (mentally stimulating
new uses) which has an impact on the new
product to gain competitive advantage. Studies
on the understanding of new product
development show improvement and progress,
but the failure rate of products is still around 40
percent  [16].  Successful new product
development (NPD) requires companies to not

only assimilate new knowledge obtained from
external resources but also apply knowledge to
understand market trends and take advantage of
market opportunities [16]. Therefore, new
product development is needed to be included in
this study. Imagination in entrepreneurial studies
is still limited as productive driving behavior in
entrepreneurship [17].

Entrepreneurs show higher creative, social,
and practical imaginativeness than non-
entrepreneurs. Creativity and social imagination
show positive relations with a new business idea
generation. However, the relationship between
social imagination and new business idea
generation depends on entrepreneur experience
[7]. Different entrepreneur experience has a
different attitude and behavior [18]. Knowledge
and experience possessed by entrepreneurs will
influence the process of opportunities
exploitation [19]. The challenges faced by
MSMEs are new product development and
competitiveness, but on the other hand, product
follower is still dominating [20]. Therefore, this
article aims to develop the model of
entrepreneurial imaginativeness towards new
product development performance with the
antecedent of experience intensity.

Il. LITERATURE REVIEW

A. New Product Development Performance
Sustainable new product development and
market introduction are important determinants
of a company’s sustainable performance.
Although new products open up new
opportunities for companies, the huge risks
associated with these new products cannot be
ignored. Empirical studies show the high failure
rate of new products, especially in the consumer
market. The study conducted [21] explained that
new product development (NPD) performance
tends to experience failure, either at the last stage
of the development process or at the commercial
stage. The underlying causes of failure can be
traced at an early stage, in the front end of the
NPD. In general, this stage is defined as the
period between the initial consideration of a new
product idea and the decision to start or cancel
product development. Therefore, it is clear that
management is very interested in learning these
things. Companies that encourage innovative
products to target the market ahead of schedule
will obtain positive financial performance, while



companies that produce innovative products in a
shorter time cycle will show greater sales and
more profits.

[16] stated that the rapid development of
science and technology as well as market demand
requires new product development to become the
key to the survival and sustainable development
of the company. New product development
(NPD) has been considered as an effective way to
deal with the current competitive environment.
By integrating company knowledge resources,
accelerating the process of product innovation,
the company can increase profitability and its
competitiveness. However, due to the complexity
and high risk from the process of new product
development itself, the high failure rate of new
product development and low efficiency inhibit
the product development of the company; as to
how to promote the performance of new product
development team has become an important
problem that needs to be solved. The study
regarding the understanding of new product
development shows improvement or progress,
but the failure rate of the product is still around
40 percent. The results of the study show that the
company can benefit substantially if it effectively
manages and enhances the initial stages of the
new product development process. The most
important stages for successful innovation are
usually referred to as the ideation phase, which
includes product generation, creative filtering and
selecting, and determines commercial value
[22].

A blurred or wrong definition can result in
high costs and failures at the stages of the new
product development process [22]. However, a
comprehensive  conceptual framework that
identifies, illustrates and synthesizes key success
factors is still limited. [15] suggested that the use
of imagination is an approach to help consumers
understand the benefits associated with new
products and reduce uncertainty about how to
achieve benefits. The business environment of a
manager is always faced with the pressure of
competitive threats from a new product
developed by the main competitors. This gives
the pressure to come out with new innovative
products to compete. Many companies generally
prefer to minimize their risk by investing in R&D
when it comes to new product development.
Besides, involving suppliers is one of the main
factors in determining the success of NPD.

There are several reasons why efforts to
develop innovative new products are needed. The
first and foremost is that launching new products
in front of competitors will help increase market
share or company segments in their markets.

[24] explained that the company will obtain
benefits from market-oriented product innovation
processes and create customer value through new
products. The study also illustrates that by
developing new products, it not only helps to
maintain share but also to grow their market
share in competitive settings. The ability to
manage NPD processes effectively and
efficiently can result in improved performance in
the new product development [24].

[21] in his study stated that the ability to
manage the front end of NPD; in which strong
product definition is developed, has a significant
influence on product success. A blurred or wrong
product definition may impact on the high cost of
failure at the next stage, namely the development
process. Hence, creative organizational culture is
very crucial in the front end of NPD, since great
ideas arise in an innovation-friendly culture that
enhances communication and development
required in the front end. The creative culture
encourages the human resources of the company
to use its innovative talent to produce and purify
the flow of ideas. Creative -culture also
strengthens the market orientation of the
company by promoting consistency, efficiency,
and productivity. Besides, the concept of the
initial product that is defined well will allow a
better understanding of important matters,
including development time, costs, technical
skill, risk market potential, and organizational
match.

In theory and practices, the definitions of the
new product have been widely discussed among
experts and scholars from various viewpoints,
including the viewpoint of the manufacturer,
consumers, and the product life cycle. It is further
explained that the new part of most new products
is not pure innovation, but imitation or
improvement. Therefore, the definition of new
products includes pure innovation and imitation
[15]. Souder defined new products from the
manufacturer's point of view: a new product is a
product the company has never owned. In
practice, the assessment of NPD performance can
vary according to the industry, business strategy,
or manufacturer design strategy. For example,
NPD performance is presented to show the extent
to which market objectives, time, cost, and
quality are achieved in certain NPD projects
[15]. Thus, the efficiency of NPD performance
is related to cost, quality, schedule, speed, and
emphasizes short-term results.

The study of NPD performance construct is
operationalized using items that indicate the
extent to which companies can achieve their



4 Widodo and Nuhayatie / Journal of Southwest Jiaotong University/ Vol.55 No.5 Oct. 2020

goals for new products; (a) time to market, (b)
innovation, and (c) market performance [28].
Process management capability is the main
source of NPD performance. Companies with
strong process management capability mean that
it can control and improve NPD management
processes, thus enabling them to benefit from the
time and cost savings. Strong ability to
streamline and optimize NPD processes allows
companies to adaptively allocate resources for
various NPD tasks and increase the reliability of
processing those tasks. In short, the ability to
manage NPD processes effectively and
efficiently can result in improved NPD
performance.

The decision to start or cancel product
development is made concerning a strong product
definition. This means that a strong product
definition has a strong influence on product
development. Two main reasons explain the
decision of why product development is
canceled. First, an idea is abandoned if the
decision-maker concludes that the proposed
product has no or low commercial potential.
Second, an idea is abandoned if it is not in line
with the company’s current business model, even
though the idea has commercial values in several
aspects [21].

B. Entrepreneur Imaginativeness

Entrepreneurs often make decisions in
uncertain conditions with a very high frequency.
This makes them be individuals who are
imaginative and able to understand or create new
opportunities that are unknown or not imagined
by others. They pursue these opportunities to
capture entrepreneurial benefits that would not be
available in more certain and stable conditions.
This challenging context contrasts with more
static decision-making situations which are
usually associated with managerial actions since
there is still uncertainty in results that can
produce maximum outcomes, but most
possibilities are well understood [29].

Therefore, the dominant activity of large
businesses starts with imagination, as it is very
important for new business ideas. The idea is a
foundation for the company to produce new
products or services, new business models, new
processes, and bring organizational change or
strategic change in general [3]. [30] stated that
most  entrepreneurial action models treat
imagination as an important but latent
construction that is rarely defined, far less
measured. Imagination is rarely examined, much
less defined or measured by entrepreneurship
scholars. Imagination is related to the ability to

make mental images about things that might not
exist in real life that cannot be observed and are
not measurable [7]. For management and
entrepreneurial researchers, imagination is useful
because it can be considered as a resource and
source of profit [7].

Imaginativeness facilitates creative creation
by letting entrepreneurs imagine what could
happen. This form of imaginativeness is used for
creativity [9], innovation [3], new product
development [12]. Entrepreneurs use cognitive
processes of structural alignment to find or
imagine promising opportunities.

The dimension of entrepreneur imagination is
required for the new value creation [31], which
includes: a) Creative Imaginativeness, which
facilitates product innovation by helping
entrepreneurs anticipate the effects of introducing
new knowledge into pricing systems through new
products or services [32]; b) Social
Imaginativeness, which facilitates
communication and market response by helping
entrepreneurs anticipate the effects of introducing
new exchanges into the pricing systems [4]; and
c) Practical Imaginativeness, which facilitates
administration by helping entrepreneurs reflect
on the feasibility and desirability of introducing
new production structures into the pricing system
through organizing and project management [33].

The results of the study from [7] found that
imaginativeness affects new business ideas and
the selection of new venture ideas positively and
significantly. Specifically, creative
imaginativeness and social imaginativeness
predict higher levels of new idea generation, but
not the selection of new venture ideas. On the
contrary, practical imaginativeness predicts
higher levels of the selection of new venture
ideas, but not the new idea generation. Also, the
three forms of imaginativeness explain several
significant variances, but practical
imaginativeness plays a more important role than
creative or social imaginativeness. Based on
these explanations, the hypothesis proposed in
this study is:

H1: Creative imaginativeness increases the
development of new products

H2: Social imaginativeness increases the
development of new products

H3: Practical imaginativeness increases the
development of new products

C. Experience Intensity

According to [34], the experience is the
accumulation of knowledge. Experience arises
through a process of adaptation and accumulation,
which results in the crystallization of knowledge.



Human capital theory [34] explained that if
managers have more work experience, their
views and mastery of expertise in the field of
management will increase. On the other hand,
economists use tenure as a measure for human
capital, in which the type of work task is more
challenging. The study from [19] showed that
experience is an important variable in predicting
performance. Various studies have operated on
guantitative terms such as tenure. This approach
cannot reflect the level of complexity and
challenges faced in the workplace. They
identified three dimensions of the quantitative
component (the length of time or the number of
times the task was carried out), the qualitative
component (perception of challenges and
complexity), and the interaction between the
qualitative and quantitative components (density
and experience time).

Knowledge and experience possessed by
entrepreneurs  will influence the process of
recognizing and opportunities exploitation [36].
Therefore, this study includes entrepreneurial
experience in the research model. According to
human capital theory, prior experience as an
entrepreneur is a domain-specific knowledge.
Such experiences help entrepreneurs become
adaptive to new tasks and influence how they
identify and solve problems. The results from
[37] proved that entrepreneurs with prior
entrepreneurial experience will be more product-
oriented, have better financial skills, and are
more balanced in important business skills.

The study from [38] stated that variations
in work experience can improve performance,

instead of general experience (length of work).

The intensity of the experience is a maximum
of 2 to 5 years. If there are long differences in
experience between high employees (e.g. a
new employee of 1 vyear, and another
employee of 10 years), this work experience
will reduce performance. The study conducted
by [39]indicated knowledge to include: (1)
Business management; (2) Consumer complaint
handling; and (3) Good relations with outside
parties.

Entrepreneurs show higher creative, social,
and practical imaginativeness than non-
entrepreneurs, and both creativity and social
imaginativeness show a positive relationship with
new business ideas generation. However,
imagination and new business ideas generation
depend on entrepreneurial experience [7]. Based
on these explanations, the hypothesis proposed in
this study is:

H4:  Experience Intensity  enhances
Creative Imaginativeness.

H5: Experience Intensity enhances Social
Imaginativeness.

H6: Experience Intensity

Practical Imaginativeness.

enhances

I11. METHODS/ MATERIALS

A. Respondent

The population of this study is 1,201 leaders
of the batik MSMEs industry in Central Java
Province, which is distributed in Pekalongan City,
Pekalongan Regency, Pati, Sukoharjo, Rembang,
and Purbalingga (DisperindagProvinsiJateng,
2019). The sampling technique is done with
purposive sampling and non-random sampling
techniques, based on population characteristics,
namely region or location and minimum
operating time of 10 years. The sample size is
determined by referring to [39], who stated that
the sample size is an indicator multiplied by 5 to
10, or a minimum of 100 respondents. To make
optimal generalizations, the sample of this study
is 220 respondents.

B. Variable and Indicator

The indicator of New Product Development
Performance refers to [41], which includes: (1)
The time to market of new products; (2) The
innovativeness of new products; and (3) The
market performance of new products. The
indicator of Creative Imaginativeness consists of:
(1) I consider myself to be inventive; (2) I
consider myself to be innovative; (3) |
demonstrate originality in my work; and (4) I like
to create original work. The indicator of Social
Imaginativeness consists of; (1) It is easy for me
to see things from the other person’s point of
view; (2) I always make an effort to see the world
through other people’s eyes; (3) | have a good
sense for what other people are feeling; and (4) It
is easy for me to understand why people feel the
way they do. The indicator of Practical
Imaginativeness consists of: (1) I tend to be good
at project management; (2) | can picture what the
bottleneck of a system will be, and (3) It is easy
for me to understand why people feel the way
they do [7]. The indicator of Experience
Intensity consists of: (1) Business management;
(2) Consumer complaint handling; (3) Good
relations with outside parties; and (4) Dynamics
handling [39].

The variables were measured with the
questionnaire by using a Likert-scale with an
answer scale of 1-5. The scale represented the
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rating from 'strongly disagree' to 'strongly agree'.
Table 1 shows the results of the validity and
reliability test. Table 1 shows a loading factor
value above 0.7 [42] and a minimum reliability
value of 0.6 [39]. Therefore, it can be concluded
that the instrument has validity and reliability.

Table 1.
Validity and reliability test
No Variable Indicator Loading Factor | Reliability
1 | New Product 1) The time to market of new products. 0.84 0.72
Development 2) The innovativeness of new products. 0.74
Performance 3) The market performance of new 0.75
products.
2 | Creative 1) I consider myself to be inventive. 0.78 0.77
imaginativeness | 2) I consider myself to be innovative. 0.77
3) Idemonstrate originality in my work. 0.79
4) Ilike to create original work. 0.79
3 | Social 1) Itis easy for me to see things from the 0.81 0.81
imaginativeness other person’s point of view.
2) Ialways make an effort to see the 0.73
world through other people’s eyes
3) Ihave a good sense for what other 0.93
people are feeling
4) 1t is easy for me to understand why 0.79
people feel the way they do.
4 | Practical 1) Itend to be good at project 0.82 0.76
imaginativeness management.
2) Ican picture what the bottleneck of 0.80
a system will be.
3) Itis easy for me to understand why 0.83
people feel the way they do.
5 | Experience 1) Business management 0.83 0.82
Intensity 2) Consumer complaint handling 0.76
3) Good relations with outside parties 095
4) Dynamic handling 0.82

V. RESULT AND DISCUSSIONS

A. Hypothesis Test

The empirically model is tested using
Structural Equation Modeling. The model
indicates Chi-square = 134.977 with probability
value of 0.342; GFI = 0.896, AGFI = 0.862 and
TLI =0.994, CFI 0.995 while value of RMSEA =
0.020. The result of the model is Fit. Based on
statistical analysis, the results of this study
indicate conformity with the required standard
values. As shown in Figure 2 is the results of the
Full Analysis Model.

Figure 2. The results of full model analysis

Table 2 shows that from 6 hypotheses
proposed, five hypotheses are supported by
empirical data, but one hypothesis is rejected.
Hypothesis 4 to 6; experience intensity enhances
entrepreneurial imaginativeness (creative
imaginativeness, practical imaginativeness, and
social imaginativeness) are supported by
empirical data, which means that the hypotheses
are accepted. Previous studies have emphasized
the role of knowledge, experience, and
motivation in opportunity identification and
entrepreneurial actions. According to [39],
previous experience of business ownership can
carry a variety of assets, which may include
managerial skill, technical skills, and a network
of contacts that can be used in subsequent
ventures. Experience can identify what is needed
to get opportunities in the chosen market more
clearly than novice entrepreneurs.
Entrepreneurial logic is an important component
of his experience; as dominant logic acts as an
information channel filtered by entrepreneurs.
This information channel is similar to the
entrepreneurs’  knowledge.  Entrepreneurial
cognition can be seen as an important component
of specific entrepreneurial human resources [39].
In this study, indicators of experience intensity
include  business  management,  consumer
complaint handling, good relations with outside
parties, and dynamics handling. It is found that
experience intensity can enhance entrepreneurial
imaginativeness (creative imaginativeness, social
imaginativeness, and practical imaginativeness).
Thus, the results of this study support the study
conducted by [7].

Hypothesis 1 and 3; entrepreneurial
imaginativeness (creative imaginativeness and
practical imaginativeness) increases new product
development performance is supported by
empirical data, which means that the hypotheses
are accepted. Imaginativeness is a skill that
consists of tacit knowledge from experience and
imagination ability. Since entrepreneurs may
have more experience with new businesses,
people might expect them to show higher
ideational skills because they have gone through
the process of creating a new business before.
Imaginativeness that is applied in a creative sense
to imagine what can happen is a form of
imaginativeness that is used for creativity,
innovation, new product development, or idea
production. In this study, the indicators of
creative imaginativeness include: (1) | consider
myself to be inventive; (2) | consider myself to
be innovative (3) | demonstrate originality in my
work; and (4) I like to create original work. The
indicators of practical imaginativeness include:



(1) I tend to be good at project management; (2) |
can picture what the bottleneck of a system will
be, and (3) It is easy for me to understand why
people feel the way they do. It shows that
creative and practical imaginativeness are able to
increase new product development performance.
The indicators of new product development
performance include: (1) The time to market of
new products; (2) The innovativeness of new
products; and (3) The market performance of new
products. Therefore this study supports the
research carried out by[7]. However, hypothesis
2; social imaginativeness increases new product
development is not supported by empirical data,
which means that the hypothesis is rejected.

Table 2.
Inner Path Model Coefficients and their Significance
9 , . Std.
No Exogenous variable Endogenous variable Estimate CR
1| Creative Imaginativeness Experience Intensity 278 2769%
7] Social [maginativeness Experience Intensity 310 3197+
3 Practica Imaginativeness Experience Intensity 307 3029+
4 | New Product Development Practical Imaginativeness 350 1357*
5 | New Product Development Creative Imaginativeness 230 2091#
6 | New Product Development Social [maginativeness 114 1.068

p<005; * p<0.10; * p<0.01; ** p <0001

B. Direct Influence, Indirect Influence, and

Total Influence

Analysis of direct influence, indirect influence,
and total influence is intended to understand the
influence of the hypothesized variable. The direct
influence is the coefficient of all coefficient lines
with one end arrow; or path coefficient. The
indirect influence is the influence caused by the
mediating variable. The total influence is the total
sum of direct and indirect influence. The test
results of direct influence, indirect influence, and
total influence of the antecedents and
consequences  variable of entrepreneurial
imaginativeness are presented in Table 3.

Table 3

Direct influence, indirect influence, and total influence
. . Experience Creative Practical Social
No Variable Influence Intensity R S
Direet 778 000 000 00
1 ;??"eﬁ Indirect | 000 000 000 000
EIATVENESS  ogal 278 000 000 000
i Direet 307 00 000 00
2 ]ma:,“ﬁ Indirect | 000 000 000 000
IATVENSSS  ogal 307 000 000 000
. Direct 393 o 000 000
3 ]S;:“,‘ o DB 0 000 000
EIATVENESS  ogal 393 2% 000 000
New Product | Direet 000 30 350 1
4 | Development  Indirect | 216 034 000 0000
Performance Total 216 264 350 114

The direct influence, indirect influence, and

total antecedents and consequences variable of
entrepreneurial imaginativeness shows in Table 3

explain  that the variable of creative
imaginativeness is directly influenced by
experience intensity for 0.278, practical

imaginativeness is directly influenced by
experience intensity for 0.307, and social
imaginativeness is directly influenced by
experience intensity for 0.393. As for the indirect
influence that affects the wvariable of
entrepreneurial imaginativeness does not appear
in this research model because it is a variable at
the first level in the structural equation model.

The variable of new product development
performance is directly influenced by creative
imaginativeness for 0.230, practical
imaginativeness  for  0.350, and social
imaginativeness for 0.114. This shows that
practical imaginativeness has a dominant
influence on new product development
performance. The direct influence of experience
intensity on new product development
performance through entrepreneurial
imaginativeness is 0.216.

The total influence of experience intensity
towards new product development performance
is 0.216, creative imaginativeness towards new
product development performance is 0.264,
practical imaginativeness towards new product
development performance is 0.350, and social
imaginativeness  towards new  product
development performance is 0.114. Based on
these total influences, it is known that the
practical imaginativeness variable has the
greatest influence on a new product development
performance of 35.0 %.

C. Managerial Implications

The testing of these hypotheses provides a
more comprehensive model of entrepreneurial
imaginativeness. First, creative imaginativeness
facilitates product innovation by helping
entrepreneurs anticipate the effects of introducing
new knowledge into the pricing system through
new products or services. Second, social
imaginativeness facilitates communication and
market responses by helping entrepreneurs
anticipate the effects of introducing new
exchanges to the pricing system. Third, practical
imaginativeness facilitates administration by
helping entrepreneurs reflect on the feasibility
and desire to introduce new production structures
to the pricing system through organizing and
project management.

In addition, this study also provides
managerial implication to a deeper understanding
of important contextual issues that have an
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impact on the efforts to improve entrepreneurial
imaginativeness, and in turn, improve new
product development performance. It also
highlights the importance of the entrepreneurial
imaginativeness antecedents, namely experience
intensity with the indicator of business
management, consumer complaint handling, and
good relations with outside parties.

D. Theoretical Implication

The main source of new product development
performance is the ability of the management
process because it can control and improve the
management  process of new  product
development performance. Thus, it enables them
to benefit from the time and cost savings, as well
as able to be adaptive to allocate resources for
various product development tasks.

Imagination does not only include the idea of
imaging, but it also includes human involvement
with various external objects and events, which
are the source of life for companies in producing
new products or services, new business models,
new processes, and bringing organizational
changes or general strategy. Furthermore, the
dimension of entrepreneurial imaginativeness
includes (1) creative imaginativeness, which
facilitates product innovation by helping
entrepreneurs anticipate the effects of introducing
new knowledge into the pricing system through
new products or services; (2) social
imaginativeness, which facilitates
communication and market responses by helping
entrepreneurs anticipate the effects of introducing
new exchanges to the pricing system; and (3)
practical imaginativeness, which facilitates
administration by helping entrepreneurs reflect
on the feasibility and desire to introduce new
production structures to the pricing system
through organizing and project management.

Experience intensity possessed by
entrepreneurs  will influence the process of
recognition and opportunity exploitation; as
entrepreneurs become adaptive with new tasks
and influence the way they identify and solve
problems. It can be done with the indication of
business management, consumer complaint
handling, and maintain good relations with
outside parties.

E. Limitations and Future Research

The results of calculations using AMOS
software show that the influence of experience
intensity towards creative imaginativeness is
27.8% and creative imaginativeness towards new
product development performance is 23.0%, both
belong to the moderate margin category.

Furthermore, the influence of social
imaginativeness towards new product
development performance is not significant. Thus,
it becomes the black box of an interesting study
field for future search by contributing to
intervening o remediating variables.

V. CONCLUSION

Based on the hypotheses that have been
developed in this study, the research problems
that have been proposed can be justified through
Structural Equation Modeling (SEM) testing. It
has been conceptualized in this study regarding
the relationships between variables that influence
and is influenced by new product development
performance. 4 constructs are proposed and
supported empirically: experience intensity,
creative imaginativeness, social imaginativeness,
and practical imaginativeness. Based on the
support of significance from the hypotheses test
that has been solved the research problems, it
results in an entrepreneurial imaginativeness
development model towards new product
development performance by enhancing creative
imaginativeness. The indicators of creative
imaginativeness include: (1) | consider myself to
be inventive; (2) | consider myself to be
innovative (3) | demonstrate originality in my
work; and (4) | like to create original work.
Creative imaginativeness is built by experience
intensity with the indicators of (1) Business
management; (2) Customer complaint handling;
(3) Good relations with outside parties; and (4)
Dynamics handling.
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